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論 文 内 容 の 要 旨 
With the development of Internet, the electronic word-of-mouth (eWOM) communication becomes 
popular and the consumer behavior changes greatly. After getting attentions and interests 
towards the products or services, the consumers now will choose to search eWOM information 
before purchasing, and share the experiences with others after purchasing in the online spaces, 
especially in the virtual communities of consumption. Meanwhile, they start to pay attention 
to the online opinion leaders who can filter the really useful information and provide some 
recommendations of products or services. Considering that opinion leaders and eWOM affect 
the consumers and play crucial roles in the marketing strategies, researchers have intense 
interests in studying opinion leaders and eWOM (J. Engel, Blackwell, & Miniard, 1990). With 
the development of Internet, more and more individuals who share similar interests gather 
online and lead to the virtual communities, such as the virtual communities of consumption. 
Prior researches show intense interests of researchers on the opinion leaders and eWOM in 
the virtual communities. For example, Kozinets, De Valck, Wojnicki, and Wilner (2010) pointed 
 out that the online opinion leaders in the online communities affect the mechanism of eWOM 
dissemination, and that marketers can intervene the eWOM dissemination partly by utilizing 
opinion leaders. However, the mechanism of how opinion leaders affect the purchase intentions 
of consumers in the virtual communities is still unclear. Obviously, if the marketers could 
better understand the mechanism, they could develop better strategies for utilizing opinion 
leaders. 
Meanwhile, after paying attention to the importance of the opinion leaders, the researchers 
and marketers find that sometimes it is difficult to identify opinion leaders directly before 
utilizing them. Because some virtual communities of consumption fail to provide the 
information of personal attributes, such as the number of followers. Under such situation, 
the marketers need to find out appropriate approaches to identify opinion leaders. However, 
prior researches show that although there are many approaches used for identify the online 
opinion leaders, how to identify the online opinion leaders in the virtual communities of 
consumption is still unclear. 
Consequently, this thesis focuses on two main questions. 
1) How to explain the mechanism of how opinion leaders affect the purchase intentions of 
the consumers in the virtual communities of consumption? 
2) How to identify opinion leaders in the virtual communities of consumption in which they 
cannot be identified directly. 
For the first question, because this research aims at investigating the influence on the 
purchase intentions of consumers, so the theories related to consumers are investigated. 
Previous researches have confirmed the important influence of opinion leaders towards the 
behaviors of consumers (Chakrabarti, 2013; Dalrymple, Shaw, & Brossard, 2013) and have showed 
several typical models for explaining consumer behavior. After the literature review towards 
these models, four small questions are pointed out and answered, including 1) For this study, 
which traditional model of consumer behavior will be more suitable? 2) Whether can the original 
model be used for this study? 3) How did other researchers adjust this model for study? 4) 
How to design the model for this study based on the model selected as the basic model? Through 
answering these four small questions, the model for this study are built up. 
For the second question, prior researches have confirmed three approaches for identifying 
online opinion leaders. However, there are actually two kinds of virtual communities of 
consumption, including the ones exhibiting the attributes of members, such as their number 
of followers and the ones which do not. Namely, inside the second kind of virtual communities, 
the opinion leaders cannot be identified directly. Hence, it becomes a question for the 
marketers to utilize the opinion leaders in such virtual communities. Previous researches 
indicate that few research is about identifying the opinion leaders in the virtual communities 
 of consumption, let alone in the virtual communities of consumption in which they cannot be 
identified directedly. Hence, for filling in this research gap, a discussion based on the 
literature review is provided. Considering its unique advantages, Social Network Analysis 
(SNA) is found to be suitable for this study. Also, three small questions are pointed out 
and will be answered, including 1) How to identify the opinion leaders in such virtual 
communities of consumption? 2) What are the characteristics of such virtual communities of 
consumption? 3) How do the opinion leaders affect the eWOM dissemination? 
Hence, for these two main questions, this thesis is divided into two parts, including Part 
1 and Part 2. 
The outlines of this thesis are shown as follows. 
Chapter 1 was titled with “Introduction”. The background was introduced and the two research 
questions were explained. Then this chapter illustrated the theoretical implications, 
practical implications, key concepts, methodology and planned outlines. 
Chapter 2 to 4 were for the Part 1 of this thesis. Part 1 was to investigate the mechanism 
of how opinion leaders affect the purchase intentions of consumers in the virtual communities 
of consumption. 
Chapter 2 was titled with “Literature review”. This chapter began with the basic review 
on WOM and eWOM, offline and online opinion leaders and virtual communities. Then, the concepts 
related to consumer behavior were introduced and some typical models used for explaining the 
consumer behavior were listed. Particularly, the applications of the Technology Acceptance 
Model (TAM) and Information Adoption Model (IAM) on studying the purchase intentions 
summarized. The emphases of every research were discussed and the implications for further 
research were provided. Finally, a short introduction of tie strength was provided. 
Chapter 3 was titled with “The model”. For designing the model for this thesis, four small 
questions were investigated and answered. For the first question, IAM was considered as the 
suitable model. For the second question, the original IAM was considered insufficient to be 
used for this study, because this thesis focused on the opinion leaders, and the IAM only 
focuses on the information and that new factors resulted from the new environment needed to 
be considered. For the third question about how did other researchers adjust IAM for eWOM 
study, several researches were discussed. For the last question about how to design the model 
based on IAM for this study, the extended model was provided. As a result, for the model of 
this thesis, the factors related to opinion leaders, to the consumers and two supposed 
mediators were added to the original IAM models. 
To be more specific, the factors of opinion leaders, including the source credibility, 
message quality and tie strength were investigated and the factors of consumers, including 
the trust towards the site, recommendation consistency, confirmation with prior belief were 
 investigated. Furthermore, besides the perceived usefulness of information, the perceived 
risk and of message credibility were supposed to serve as mediators. 
Then, this chapter provided the 15 hypotheses for these factors and defined these variables. 
Chapter 4 was titled with “Empirical analyses”. The section 4.1 introduced the design process 
of the questionnaire, including designing the measurements of the variables, choosing China 
as the sample, explaining the specific method. Then the Chinese version of the questionnaire 
was purified through a small group of discussion and a pretest was held for testifying the 
reliability and validity of the questionnaire. As the result to the empirical analysis for 
128 pieces of answers, two questions were deleted from the questionnaire and the final version 
of the questionnaire was obtained. The final questionnaire was sent out online in China and 
347 pieces of answers were accepted. 
The section 4.2 introduced the data analyses. This section began with the analyses of the 
basic information of the respondents, based on the data from the part 3 of the questionnaire. 
Secondly, the analysis of their online activities and choices were provided, based on the 
data from the part 1 of the questionnaire. Thirdly, the data of the part 2 of the questionnaire 
was analyzed. The specific steps of SEM analysis included the validity analysis, the 
reliability analysis, the discriminant validity analysis and the confirmatory factor analysis. 
Finally, with the empirical analyses, the hypotheses were testified and the functions of those 
supposed mediators were investigated. As a result, among the 15 hypotheses, 13 hypotheses 
were supported and 2 hypotheses were not supported. Finally, the section 4.3 provided the 
discussion for Part 1. 
Chapter 5 to 7 were for the Part 2 of this thesis. Part 2 was to identify the online opinion 
leaders in the virtual communities of consumption in which they could not be identified 
directly. 
Chapter 5 was titled with “Literature review”. The approaches for identifying opinion leaders 
in the previous researches were collected and discussed. Three main approaches for identifying 
online opinion leaders were list, including the user attributes analysis, the text mining 
analysis and the network structure analysis. Particularly, Social Network Analysis (SNA) was 
one type of network structure analysis. 
Considering the aim for Part 2, the SNA was selected after a comparison among these three 
types of approaches. Because of the unique advantages of SNA, three small questions were 
pointed out and answered. 
For the first question, because that SNA was widely used for identifying online opinion 
leaders in the social network, the opinion leaders in the virtual communities of consumption 
could be identified by using SNA. For the second question, because SNA was widely used for 
analyze the structure of social network, the characteristics of the virtual communities of 
 consumption could be investigated. For the third question, because SNA could be used to create 
several virtual scenarios based on the assumed changes in relationships, the influences of 
opinion leaders towards the eWOM dissemination could be analyzed by comparing the data with 
and without them. Hence, Part 2 chose to use SNA. 
Then, the SNA and the indicators of the opinion leaders were introduced. For this study, 
the measurements of the central position and of the structure holes were considered as the 
indicators for the opinion leadership. Namely, the selected indicators include Indegree, 
OutDegree, Betweenness, InFarness, OutFarness, EffSize and ConStraint. 
Chapter 6 was titled with “Design of the research”. This chapter began with the introduction 
of randomly selected virtual community of consumption in China, called Changsha Tong. Then, 
the specific research approach and related measures were explained. Finally, it was pointed 
out that the data sources result from the posts in Changsha Tong in one week and the sampling 
method was the snowball sampling. 
Chapter 7 was titled with “Data analyses”. The section 7.1 described the relationship matrix 
and the social diagram of the whole network. The section 7.2 and 7.3 were for analyzing the 
structure of the virtual community, by providing the analysis of the tie strength and of the 
small-world characteristics. The section 7.4 and 7.5 were for obtaining the data of the 
indicators of opinion leaders. The section 7.4 was about the analyses of centrality, including 
the analyses of Degree centrality, of Betweenness centrality and of Closeness centrality. 
The section 7.5 was about the analysis of structure holes. Then, the section 7.6 was about 
the identification and 18 opinion leaders and 5 potential opinion leaders were identified. 
The section 7.7 provided the analysis of the influence of these opinion leaders on eWOM 
communication. After comparing the network data with and without these opinion leaders, the 
results confirmed that these opinion leaders increased the speed and scale of eWOM 
dissemination. The section 7.8 listed the results and the section 7.9 provided the discussion 
for Part 2. 
Chapter 8 was titled with “Conclusion”. This chapter began with a brief summary of chapter 
1 to 7 and provided the conclusions to the two empirical analyses. Then, the theoretical and 
practical implications, the major contribution, the limitation and ideas for future research 
were provided. 
The major contributions of this thesis include five points and are provided as follows. 
 
1) Part 1 of this thesis provides an integrated and unique model for explaining the mechanism 
of opinion leaders towards the purchase intentions of consumers in the virtual communities 
of consumption from the perspective of the information adoption process of consumers. 
In order to investigate the influences of opinion leaders on the consumers, the Part 1 
 analyzes and summarizes the traditional models of consumer behavior and built up an extended 
model, based on the Information Adoption Model (IAM). In this new model, some factors related 
to opinion leaders and some factors related to the consumers are added. Furthermore, besides 
the perceived usefulness of information, two factors are supposed to be the mediators for 
this model. 
After the empirical analysis, Part 1 confirmed that: 
･From the side of opinion leaders, the influential factors of opinion leaders include source 
credibility, message quality and tie strength. 
･From the side of consumers, their trust towards the site and the confirmation with prior 
belief are found to be influential. 
･From the side of mediators, beside the perceived usefulness of information, the perceived 
risk and the message credibility are found to be influential. 
By developing an integrated model and by confirming the influential factors of opinion 
leaders, this model provides new perspectives to the researches related to opinion leaders, 
especially the researches related to the influential factors of opinion leaders and the 
mechanism of opinion leaders towards the purchase intentions of consumers in the virtual 
communities of consumption. 
 
2) Part 1 of this thesis extended the original IAM uniquely and confirmed its applicability 
in studying the influences of opinion leaders towards the purchase intentions of consumers 
in the virtual communities of consumption. 
As the literature review in the Part 1 indicates that although IAM was developed to explain 
the information adoption of individuals, it had been applied under different situations with 
different but additional factors and different subjects. 
In order to investigate the mechanism of opinion leaders towards the purchase intentions 
of consumers in the virtual communities of consumption, the Part 1 of this thesis also extended 
the IAM innovatively. The unique parts of the new model include: 
･The original IAM has been adapted to study the eWOM information adoption behavior and the 
purchase intentions of consumers. The model in this study was developed for studying the 
mechanism of how opinion leaders affect the purchase intention of individuals in the certain 
situation from the perspective of information adoption. Namely, the focus of the new model 
is opinion leader. 
･The original IAM is critiqued for only focusing on the information perspective. For this 
study, the new model focuses on the perspectives of both opinion leaders and consumers. 
･The original IAM only study the mediator called perceived usefulness. For this study, the 
model adds two mediators. 
 ･The model in this study has utilized the IM in a new environment, namely the virtual 
communities of consumption. 
Hence, the unique model in this study and the empirical study provide the new idea of the 
researches related to IAM. 
 
3) Part 1 of this thesis confirms the supposed mediators and besides the perceived usefulness 
of information, the newly added mediators include the perceived risk and message 
credibility. 
Previous studies point out that the perceived risk and message credibility can serve as the 
mediators when studying the information adoption of individuals as in the travel website 
(Tseng & Wang, 2016) and as in the online communities (C.-W. Chen, Chen, & Hsu, 2011), 
respectively. As the results of this thesis, the perceived risk has negative influences on 
the information adoption directly and through the perceived usefulness of information 
indirectly. Meanwhile, the message credibility affects the information adoption directly and 
through the perceived usefulness of information indirectly. 
The conclusions in this thesis can be considered as the supplement to the previous researches 
that in the virtual communities of consumption, the perceived risk and message credibility 
also have the intermediary functions towards the information adoption of consumers. 
Consequently, the confirmation of the intermediary functions of these two factors will enrich 
the researches related to these two factors and related to IAM. 
 
4) Part 2 of this thesis provides one of the first empirical studies on utilizing SNA for 
identifying the online opinion leaders in the virtual communities of consumption in which 
they cannot be identified directly. 
Previous researches have shown that although there are many approaches for identifying online 
opinion leaders, few research identify the online opinion leaders in the virtual communities 
of consumption. Moreover, among the three main approaches for identifying online opinion 
leaders, SNA is the suitable one for filling the research gap. Also, based on the literature 
review, the measurements of central position and of structure holes are selected as the 
indicators of the opinion leadership. 
As a result, the empirical study in the Part 2 enriches the researchers’ understanding 
towards the identification approaches of identifying opinion leaders in the virtual 
communities of consumption and towards the applicability of SNA. 
 
5) The results of both Part 1 and Part 2 provide a unique investigation for and confirm the 
influences of the opinion leaders in the virtual communities of consumption from both the 
 perspective of the information adoption process of consumers and from the perspective of 
social science. 
The research of Kozinets, De Valck, Wojnicki, and Wilner (2010) has confirmed the influences 
of opinion leaders towards the eWOM dissemination in the online communities by indicating 
that opinion leaders usually spread the eWOM information to the consumers. 
However, the mechanism of how opinion leaders affect the purchase intention of consumers 
is still unclear. Meanwhile, when facing with the virtual communities of consumption in which 
the opinion leaders cannot be identified directly, it becomes a question for the marketers 
to identify the opinion leaders. Furthermore, the specific influence of opinion leaders 
towards the eWOM dissemination is not explained. 
Through the empirical studies, the results serve as a supplement to the research of Kozinets 
et al. (2010) in four perspectives: 
･The results in the Part 1 investigated and confirmed the influential factors of opinion 
leaders in the certain situation, including the message quality, source credibility and tie 
strength. 
･The results in the Part 1 provided a model for explaining the mechanism of how opinion leaders 
affect the purchase intention of consumers in the virtual communities by building up and 
testifying an extended model based on IAM from the perspective of information adoption 
process of the consumers. 
･The results in the Part 2 provided a useful approach to identify the online opinion leaders 
in the virtual communities of consumption in which they cannot be identified directly from 
the perspective of social science. 
･The results in the Part 2 analyzed and figured out that the opinion leaders affect the speed 
and scale of the eWOM flow in such virtual communities of consumption. 
Consequently, the results on the influences of opinion leaders obtained from Part 1 and Part 
2 will enrich the researchers’ understandings towards the opinion leaders in the virtual 
communities of consumption. 
 
 
論 文 審 査 結 果 の 要 旨 
 
本論文は、１）バーチャル・コミュニティにおいて、オピニオン・リーダーは、消費者の購買意図にど
のような影響を与えるのか、また、２）バーチャル・コミュニティにおけるオピニオン・リーダーをいかに識
別するのか、という２つの研究課題に答えようとするものであり、２つの課題に沿って、第１部（第２章～
第４章）と第２部（第５章～第７章）を中心に構成される。 
 まず、序章に当たる第１章では、研究の背景と２つの研究課題が説明され、論文全体の理論的およ
び実践的含意、鍵となる概念、方法論、および論文の概要が紹介される。 
 第１部の第２章では、オピニオン・リーダーの影響に関する文献レビューが行われ、口コミ、オピニオ
ン・リーダー、バーチャル・コミュニティなどの基礎概念を検討するとともに、影響メカニズムを説明する
典型的なモデルとして、技術受容モデル（TAM）と情報受容モデル（IAM）を紹介する。第３章では、上
述のIAMをもとに、オピニオン・リーダーの影響メカニズムを説明するための独自の拡張モデルを提案
し、それに基づき１５の仮説を設定する。次いで第４章では、これらの仮説を検証するために、中国の
消費者３４７名からの質問票調査のデータをもとに統計解析がなされ、１５の仮説中で１３仮説が支持
されたことが示される。 
 第２部の第５章では、オピニオン・リーダーを識別するために、他のアプローチとの比較をもとに社会
ネットワーク分析（SNA）が選択され、その分析手法の特徴とオピニオン・リーダーの指標が紹介される。
第６章では、無作為抽出された中国の消費者バーチャル・コミュニティを対象に、調査方法、関連する
測度、データ収集方法などの調査デザインが示される。続く第７章では、SNAに基づき、バーチャル・
コミュニティの構造が分析され、オピニオン・リーダーの指標をもとに、１８人のオピニオン・リーダーと５
人の潜在的オピニオン・リーダーが識別される。さらに、これらのオピニオン・リーダーによって、ネット
上の口コミの拡散のスピードと規模が、非オピニオン・リーダーと比べて大きいことも示される。 
 最後の第８章では、全体の要約がなされるとともに、論文の理論的および実践的含意、主要な貢献
と限界、今後の研究構想が提示される。 
 論文全体として、当初に設定された２つの研究課題に十分に答える内容といえる。特に独自のモデ
ルをもとに、影響メカニズムを検証し、またオピニオン・リーダーを識別する具体的手法を提示している
点は、本論文の独自の貢献として評価される。２つの研究課題をどう関連づけるかといった課題はな
お残されているが、そうした課題は、けっして本論文の貢献を損なうものではない。 
 よって、本論文は博士の学位（経営学）を授与するにふさわしいものと判断する。 
